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Abstract 
This report presents information about Canadian travelers in Montana, as part of ITRR’s ongoing study 
of nonresident visitors to the state. Much of the information gathered as a result of the study can be 
accessed by users of ITRR’s Interactive Data website: http://www.tourismresearchmt.org/ 
However, there are some limitations with the way data can be selected using the website. An interest in 
knowing more about Canadians who visited Montana for specific reasons has been expressed, but the 
data cannot be selected this way on the website. Therefore, this report serves as a summary of 
characteristics of Canadian travelers who were in Montana for one of the following purposes: vacation, 
recreation or pleasure; visiting friends or relatives; just passing through; shopping; business, convention, 
or meeting; or “other” purposes.     
Executive summary 
This report provides an analysis of 1,605 Canadian travelers surveyed as part of ITRR’s nonresident 
travel survey during 2014. Canadians made up 14 percent of the 2014 sample, while domestic visitors to 
Montana made up 84 percent, and other international visitors were two percent of the sample.  Of 
those who participated in the front-end survey, conducted on-site in Montana, 24 percent (n=391) 
completed the follow-up survey via either a web-based or paper mail-back survey.  
 
• Most Canadian travelers were in Montana in 2014 because they were passing through the state 
on their way to or from another destination (42%). Many were also in Montana for vacation, 
recreation or pleasure (32%). 
• Over 80% of Canadian travelers were from Alberta or British Columbia. 
• Regardless of the main reason for their trip, most Canadians surveyed had visited Montana 
before (between 88% and 99%), and plan to do so again within the next 2 years (between 89% 
and 100%). 
• Internet search engines tend to be the most widely used source of information for pre-trip 
planning for Canadian travelers. While traveling in Montana, many Canadians gather 
information from map applications, official highway signs, and employees of motels, restaurants 
and gas stations. 
• The majority of Canadian travelers bring wireless technology along with them, though their use 
of their wireless devices is rather infrequent for purposes other than checking weather and 
finding directions. 
• By and large, scenic driving and recreational shopping are the most popular activities for 
Canadian travelers in Montana, and national and state parks are the most popular sites visited. 
• Of Canadians who were vacationing in Montana, either as their primary purpose or just one 
reason for being in the state, mountains and forests, open space and uncrowded areas, and 
lakes and rivers, along with the two national parks, are the features that attracted them to the 
state.  
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Introduction 
The Montana Nonresident Travel Survey is an ongoing study conducted by the Institute for 
Tourism and Recreation Research which produces quantitative results about visitor characteristics, 
demographics, trip planning, and satisfaction.  Based on data collected in 2014, Canadian travelers 
represented 14 percent of all nonresident travelers to Montana during the year.  The information in this 
report will cover all of the topics mentioned above, presented according to which of the trip purposes 
the respondents chose as their main purpose for being in Montana: vacation, recreation or pleasure; 
visiting friends or relatives; just passing through; shopping; business, convention, or meeting; or “other” 
purposes.  
 Purpose 
The purpose of this report is to inform readers of the characteristics of Canadian travelers in Montana, 
with each set of Canadian travelers presented based upon their main purpose for traveling in Montana. 
While the nonresident travel data can be accessed by the public via ITRR’s Interactive Data website, 
there are limitations as to the ways in which the data can be selected. At this time, it is not possible to 
view a report of Canadian traveler characteristics for all Canadians based upon their reasons for 
traveling in Montana. Therefore, this report covers that information for the 2014 nonresident travel 
data set. 
Methods 
Survey Design & Data Analysis 
Data for this report were obtained via the Nonresident Travel Survey conducted by ITRR year-round, 
throughout the state, since July, 2009. For a full discussion of the survey methods, please refer to the 
previously published research note, “Statewide Nonresident Travel Survey – Survey Methods & Data 
Analysis,” available on ITRR’s website (http://www.itrr.umt.edu/files/NonresTravelSurvey-Methods-
Analysis.pdf). In this report, readers will find statistical frequencies, means, and percentages presented 
for comparison, and displayed using charts and tables for all Canadians, as well as by each main trip 
purpose, as allowed by sample size. Data are weighted to be representative of the nonresident 
population traveling in Montana.   
Limitations 
While the sample size for Canadian visitors collected via the on-site, front-end survey is quite large 
(n=1,605), the response rate of 24 percent for the follow-up portion of the survey means that analysis of 
data collected via the follow-up survey is based on relatively small sample sizes (n=391 for all 
Canadians), especially when the data is analyzed by the various trip purposes. In some cases, the sample 
size for Canadians traveling in Montana for certain purposes is simply too small for reliable conclusions 
to be drawn, and, therefore, data are not presented for those segments of Canadian travelers in those 
cases. In this report, data collected via the on-site, front-end survey will be presented first, followed by 
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data collected via the follow-up survey.  Sample size will be clearly noted in tables and figures presented 
throughout the report. 
Response rate 
The split in residence for the full 2014 sample can be seen in Figure 1, based upon respondents of the 
on-site, front-end survey. Fourteen percent of nonresident travel survey respondents were Canadian. 
 
Figure 1 - 2014 Nonresident Travel Survey Respondent Residence 
  
 
The follow-up survey response rate was 24 percent for Canadians, compared to 28 percent for domestic 
respondents and 21 percent for other international respondents. Therefore, the Canadian sample size 
for follow-up survey items is 391.    
Results – Front-end Survey 
Main Purpose of Trip in Montana 
Of the 1,605 Canadians who participated in the survey while in Montana, passing through was the most 
frequent response when asked their main purpose for traveling in Montana (42%). Vacationing in 
Montana was the second most common response (32%), followed by shopping (15%). Table 1 displays 
full results. 
 
Table 1 - Canadian Travelers by Main Purpose of Trip to Montana, 2014 
Main Purpose of Trip 
Number Percent of 
Sample 
Vacation, recreation or pleasure 506 32% 
Visit friends or relatives 85 5% 
Passing through 669 42% 
Shopping 246 15% 
Business 37 2% 
Other 58 4% 
All Canadians 1,605 100% 
84%
14%
2%
0%
20%
40%
60%
80%
100%
Residence of 2014 Nonresident Travel  Survey Sample
Domestic (n=9,446)
Canadian (n=1,605)
International (n=234)
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Figure 2 - Canadian Travelers by Main Purpose of Trip to Montana, 2014 
 
 
In addition to asking respondents for the main purpose of their trip to Montana, they are asked to tell us 
all of the reasons for their trip. Categorized by Canadians’ main trip purposes, the additional reasons for 
their travels in Montana are shown in Table 2. Respondents could select all reasons that applied to their 
trip; percentages do not add to 100 percent. 
 
Table 2 - Additional Reasons for Canadians’ Trip to Montana, 2014 
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7% 3% 100% 1% 2% 5% 5% 
Passing through 43% 4% 2% 100% 1% 2% 1% 
Shopping 21% 12% 11% 1% 100% 3% 12% 
Business 3% 1% 1% - - 100% 5% 
Other 4% 1% 1% - - - 100% 
 
Residence 
Among the Canadians in the survey sample, a large majority were from Alberta. British Columbia was 
the second most common residence. This holds true for all types of Canadian visitors, with the exception 
of those traveling in Montana for shopping, in which case the two provinces switch places in frequency. 
Table 3 displays the percentage of Canadians from each province, based on purpose of trip. 
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Table 3 - Residence of Canadian Travelers to Montana, Based on Main Purpose of the Trip, 2014 
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Alberta 58% 62% 63% 61% 35% 60% 55% 
British Columbia 23% 18% 21% 12% 61% 24% 44% 
Saskatchewan 10% 11% 5% 14% 4% 4% 1% 
Ontario 6% 6% 7% 8% - 10% - 
Manitoba 2% 1% 1% 2% - 2% - 
Quebec 1% 1% - 1% - - - 
Nova Scotia <1% <1% - <1% <1% - - 
Prince Edward Island <1% <1% 1% <1% - - - 
New Brunswick <1% - - <1% - - - 
Northwest Territories <1% <1% - <1% - - - 
Yukon Territory <1% - 1% - - - - 
 
Repeat Visitation & Length of Trip 
Surveyors ask respondents if they have visited Montana before. The vast majority of Canadians answer 
“yes” to that question, regardless for the reason for their current trip. A full 99 percent of those in 
Montana for shopping had been to Montana before.  
 
Figure 3 – Percent of Canadian Visitors Who Have Visited Montana Before, 2014 
 
 
Among Canadians, those traveling mainly for vacation or to visit friends or relatives had the longest 
length of stay in the state, with an average of over four nights. Not surprisingly, those just passing 
through Montana and those visiting mainly for shopping had the shortest length of stay, averaging less 
than one full day. (Figure 4) 
92% 88% 95% 91% 99% 95% 96%
0%
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Figure 4 – Average Length of Stay in Montana for Canadian Travelers, 2014 
 
 
Group Type & Size 
Canadians tend to travel as couples, particularly those passing through (60%) or vacationing (45%) in 
Montana. Solo travelers are also quite common, particularly among business travelers (52%). 
Vacationers are least likely to travel alone (11%) compared to those traveling for other reasons. Few 
Canadians travel with extended family, regardless of the purpose of their trip (1-2%). See Table 4 for 
more detail. 
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Average group sizes for the various Canadian traveler groups range from a mean of 1.73 people per 
group (business travelers) to 2.69 people per group (vacationers). Overall, the average of all Canadian 
travelers is 2.29 people per group.  
 
Figure 5 – Average Canadian Travel Group Size, 2014 
 
 
 
Mode of Entry & Point of Entry into Montana 
Most Canadians enter the state via a car or truck, as shown in Table 5, below. Business travelers fly into 
Montana much more than other types of travelers (20%), and vacationers are more likely to ride a 
motorcycle (10%) than other travelers.  
 
Table 5 – Canadian Travelers’ Mode of Entry into Montana, 2014 
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Canadian travelers enter Montana at many different points. It is important to bear in mind that not all 
Canadians who are surveyed are intercepted at or near the Canadian border; many are surveyed in 
other areas of the state, and the variety of stated entry points into Montana is evidence of this. With 
that said, most Canadians enter at the ports of Rooseville or Sweetgrass, both along the British Columbia 
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and Alberta borders, respectively. The following table displays the most frequently used entry points to 
Montana through which approximately 75 percent of the travelers within each trip purpose category 
entered. As Table 6 illustrates, approximately ¾ of Canadian travelers arrive in Montana through just a 
handful of entry points. As one might expect, the Billings airport is frequently used by business travelers 
(11%), unlike for other kinds of Canadian travelers.  Nearly all of those in Montana primarily for 
shopping enter via just two ports, Rooseville (73%) and Sweetgrass (18%). 
 
Table 6 – Most Common Entry Points to Montana for Each Type of Canadian Traveler, 2014 
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Port of Rooseville  (Hwy 93) 30% 39% 35% 4% 73% 40% 60% 
Port of Sweetgrass   (I-15) 25% 19% 31% 31% 18% 28% 25% 
Monida (I-15) 10%   24%    
Port of Piegan   (Hwy 89) 4% 10%      
Superior (I-90) 4% 4% 10% 4%    
Lodge Grass (I-90) 3%   7%    
Billings Air      11%  
Port of Chief Mountain (Route 17)  5%      
Culbertson/Bainville (Hwy 2)    4%    
Wibaux/Beach (I-94)    3%    
% of travelers represented 76% 77% 76% 77% 91% 79% 85% 
*Only figures for the most frequently used entry points accounting for approximately 75% of entries within each 
traveler type are presented in this table. If a cell within the table is blank, it does not necessarily mean that no 
Canadians entered through the site; it means that relatively few travelers may have entered there. 
Results – Follow-up Survey 
As mentioned previously in this report, the follow-up survey response rate for Canadian travelers was 24 
percent in 2014, meaning that a total of 391 responses to the follow-up survey were received from 
Canadians. As one might imagine, this means that the sample size is quite small once the Canadian 
sample is segmented by main purpose of trip. Because of small sample sizes, some data for certain 
travel groups, based on main purpose of trip, are not included in the presentation of results to follow. 
Table 7 presents the total follow-up sample sizes for each of the main purposes for traveling in 
Montana. 
 
Table 7 – Follow-up Survey Sample Size for Each Main Trip Purpose of Canadians, 2014 
Main Trip 
Purpose 
All 
Canadians Vacation 
Visiting 
Friends or 
Relatives 
Pass 
Through Shopping Business Other 
# of follow-up 
respondents 391 112 16 187 50 14 11 
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Attractions to Montana 
Survey respondents who indicate that vacation is one reason they are traveling in Montana, whether it 
is their main purpose or just one of their purposes, are asked what attracted them to the state. Table 8, 
below, displays the frequency with which each of the attractions listed was selected by travelers within 
Canadian travel types. In addition to vacation travelers, those traveling to pass through and those 
shopping in Montana are included, along with all Canadians (who indicated vacation as a purpose for 
their trip), for comparison. While some respondents within the traveler types of those visiting friends or 
relatives, on business, or traveling for other reasons also selected vacation as a reason for their trip, the 
sample sizes of those groups of respondents was too small to include here. Respondents could select all 
of the attractions that applied to their trip. 
 
Table 8 – Attractions to Montana for Canadian Travelers, 2014 
Attraction 
All 
Canadians 
(n=185) 
Vacation 
(n=102) 
Pass 
Through 
(n=49) 
Shopping 
(n=20) 
Mountains/forests 63% 72% 50% 39% 
Open space/uncrowded areas 61% 62% 57% 71% 
Lakes 39% 45% 28% 26% 
Glacier National Park 33% 42% 20% 17% 
Rivers 31% 32% 34% 14% 
Yellowstone National Park 20% 25% 16% 5% 
Wildlife 18% 21% 9% 8% 
Other Montana history & culture 16% 18% 12% 10% 
Lewis & Clark history 14% 13% 12% 3% 
Native American history & culture 13% 15% 8% 7% 
 Family/friends 12% 9% 3% 36% 
Northern Great Plains/Badlands 12% 12% 10% 5% 
Skiing/snowboarding 9% 14% 1% 7% 
Fishing 9% 10% 5% 6% 
 Resort/guest ranch 8% 10% 7% 6% 
Special events 8% 8% 6% 9% 
A Montana State Park 3% 3% 5% - 
Snowmobiling 3% 3% 2% 6% 
Hunting 2% 4% 1% - 
 
Most Canadians are attracted to Montana for the natural attributes Montana possesses and the two 
national parks which showcase those natural attributes. Canadian shoppers might be an exception with 
family and friends being the third most common attraction for those types of travelers. However, one 
must bear in mind that only 20 responses is a very small sample size, and no conclusions should be 
drawn based upon this small sample. 
 
Once responses for what had attracted them to Montana had been provided, respondents were asked 
to choose which one was their primary attraction. Table 9 and Figure 6 display the responses. 
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Table 9 – Primary Attraction to Montana for Canadian Travelers, 2014 
Attraction 
All 
Canadians 
(n=185) 
Vacation 
(n=102) 
Pass 
Through 
(n=49) 
Shopping 
(n=20) 
Open space/uncrowded areas 26% 20% 32% 53% 
Mountains/forests 17% 14% 30% - 
Yellowstone National Park 13% 18% 10% - 
Glacier National Park 10% 12% 8% - 
Lakes 8% 11% 2% 8% 
Family/friends 6% 2% 2% 25% 
Special events 5% 5% 4% 6% 
Skiing/snowboarding 4% 6% - 6% 
Resort/guest ranch 4% 5% 3% - 
Other Montana history & culture 3% 4% 3% - 
Lewis & Clark history 1% - 3% - 
Northern Great Plains/Badlands 1% - 2% - 
Wildlife 1% - - 2% 
Snowmobiling <1% - 1% - 
Fishing <1% 1% - - 
 
Again, we can see from the visual representation in Figure 6 that Canadian shoppers do not seem to 
follow the trend of what attracts other Canadian travelers, but it is important to note again the small 
sample size of this traveler segment. 
 
Figure 6 – Primary Attraction to Montana for Canadian Travelers, 2014 
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Information Sources Used by Travelers 
Sources Used for Pre-trip Planning 
The Nonresident Travel Survey gathers data about sources of information used by respondents for both 
planning their trip before arriving in the state and while traveling in Montana.  Tables 10 and 11 show 
what sources respondents used for planning, and which of those sources was most useful to them. 
 
Overall, Canadian travelers used internet search engines more than other sources for planning their 
Montana travels. However, many travelers also indicated using no sources of information or using 
sources other than those listed on the survey.  
 
Table 10 – Trip Planning Sources Used by Canadian Travelers, 2014 
Trip Planning Sources 
All 
Canadians 
(n=380) 
Vacation 
(n=112) 
Pass 
Through 
(n=178) 
Shopping 
(n=49) 
Search engine 36% 36% 36% 21% 
Used no sources 34% 32% 36% 40% 
Used no sources listed 16% 24% 11% 22% 
Automobile club (i.e., AAA) 15% 12% 22% 1% 
Other travel websites 10% 11% 10% 3% 
Montana state tourism website 10% 16% 5% 10% 
National Park 
brochure/book/website 8% 20% 3% 3% 
Info. from private business 8% 11% 4% 11% 
Magazine/newspaper articles 6% 11% 3% 12% 
Consumer reviews online 6% 6% 7% 4% 
Official MT guidebook magazine 6% 12% 3% 2% 
Mobile Apps 6% 3% 7% 2% 
Chamber/visitor bureau 4% 8% 3% 1% 
Social networking site (i.e., 
Facebook) 4% 3% 2% 7% 
Guide book (not auto club book) 3% 5% 3% - 
State Park brochure/website 3% 6% 1% 1% 
Information from special events 3% 5% 1% 9% 
Montana advertising campaign 2% 4% 1% 7% 
Professional online travel reviews 1% 2% <1% - 
On-line video (i.e., YouTube) 1% 2% - 1% 
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Table 11 – Most Useful Trip Planning Source for Canadian Travelers, 2014 
Trip Planning Sources 
All 
Canadians 
(n=380) 
Vacation 
(n=112) 
Pass 
Through 
(n=178) 
Shopping 
(n=49) 
Search Engine 22% 21% 23% 18% 
Other 10% 11% 8% 11% 
Automobile club 9% 1% 16% 1% 
Official MT website 4% 6% 2% 6% 
Info from private business 3% 7% 1% 5% 
Other travel websites 3% 3% 4% - 
Official MT guidbook 2% 4% <1% 1% 
National Park brochure/book/website 2% 4% 1% - 
Mobile Apps 2% - 4% 2% 
Magazine/newspaper article 2% 1% 1% 10% 
Chamber/visitor bureau 2% 4% 1% - 
Social media 1% - 1% 2% 
Guide book 1% 4% <1% - 
Consumer online reviews 1% 1% 1% 1% 
info from special event 1% 1% 1% 1% 
Montana advertising campaign 1% 1% <1% 1% 
Professional online travel reviews <1% 1% <1% - 
Online Video <1% <1% - - 
 
Although a small sample size,  it is interesting that of those in Montana primarily for shopping, 10 
percent  indicated that magazine or newspaper articles was the most useful information source for 
planning their trip. Perhaps those travelers planning shopping trips use coupons, sales fliers, etc., found 
in newspapers or magazines. Also notable is the fact that 16 percent of Canadian travelers passing 
through found information from an automobile club to be most useful. Following along with all 
information sources used frequently, search engine and sources other than those listed on the survey 
were generally the most useful source for respondents (Table 11, Figure 7).  
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Figure 7 – Most Useful Source of Information for Canadian Travelers’ Planning, 2014 
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Sources Used During Trip 
For Canadians traveling in Montana, map applications, official highway signs, and motel, gas station or 
restaurant employees tend to be used frequently as sources of information. Shoppers seem to use 
billboards and social media more often than other Canadian travelers.  See Table 12. 
 
Table 12 – Information Sources Used by Canadians While Traveling in Montana, 2014 
Sources Used During Trip 
All 
Canadians 
(n=380) 
Vacation 
(n=112) 
Pass 
Through 
(n=178) 
Shopping 
(n=49) 
Map applications (i.e., Google Maps) 38% 40% 42% 15% 
Official highway information signs 31% 29% 36% 22% 
Motel/restaurant/gas station employee 30% 30% 27% 43% 
Brochure information rack 24% 40% 20% 19% 
Mobile Apps 15% 14% 17% 14% 
Visitor information center staff 14% 20% 11% 10% 
Billboards 13% 6% 17% 21% 
Official MT Guidebook Magazine 11% 15% 7% 12% 
Consumer online reviews (i.e., TripAdvisor) 11% 12% 12% 2% 
Social media (i.e., Facebook) 6% 3% 3% 17% 
Guide book (i.e., Frommer's, Lonely Planet) 4% 8% 4% - 
Official MT website (VisitMT.com) 4% 5% 4% 4% 
  
As illustrated in Table 13 and Figure 8, the most useful source of information during their trip tends to 
be map applications, such as Google Maps, for most Canadian travelers. Keeping in mind the small 
sample size, shoppers do not seem to follow the trend, most often selecting motel, restaurant or gas 
station employees as the most useful information source during their travels.  
 
Table 13 – Most Useful Source of Information Used by Canadians While Traveling in Montana, 2014 
Most Useful Source During Trip 
All 
Canadians 
(n=380) 
Vacation 
(n=112) 
Pass 
Through 
(n=178) 
Shopping 
(n=49) 
Map applications (i.e., Google Maps) 23% 21% 25% 12% 
Motel/restaurant/gas station employee 17% 15% 12% 39% 
Official highway information signs 12% 8% 16% 5% 
Mobile Apps 10% 8% 11% 14% 
Brochure information rack 9% 14% 8% 4% 
Visitor information center staff 8% 12% 6% 8% 
Consumer online reviews (i.e., TripAdvisor) 6% 4% 7% 2% 
Official MT Guidebook Magazine 5% 7% 3% 3% 
Billboards 4% 1% 7% 4% 
Social media (i.e., Facebook) 3% 1% 2% 8% 
Official MT website (VisitMT.com) 2% 2% 3% 1% 
Guidebook (i.e., Frommer's, Lonely Planet) 2% 6% 1% - 
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Figure 8 - Most Useful Source of Information Used by Canadians While Traveling in Montana, 2014 
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Use of Wireless Technology in Montana 
Most people seem to take their wireless technology everywhere they go these days, and Canadian 
travelers are no different. Figure 9 shows the percentage of Canadian travelers who did bring their 
wireless technology (e.g., smartphone, laptop, iPad) on their trip.  
  
Figure 9 – Frequency of Canadian Travelers Bringing Wireless Technology, 2014 
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how frequently they used it, for each of the purposes listed, according to the following scale: 1 = Always, 
2 = Frequently, 3 = Sometimes, 4 = Never.  Figure 10 shows a comparison of the mean response for each 
of the potential uses of the technology. 
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Figure 10 – Frequency of Wireless Technology Use by Canadian Travelers, 2014  
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Activities & Sites Visited in Montana 
Scenic driving is a popular activity for Canadian travelers, across the board, as is recreational shopping. 
Gambling seems to be quite popular, in addition to shopping, for those in Montana primarily to shop. 
Table 14 and Figure 11 illustrate the popularity of various activities among Canadian travelers. 
  
Table 14 – Montana Activities Participated in by Canadian Travelers, 2014 
Activities 
All Canadians 
(n=286) 
Vacationers 
(n=109) 
Passing Thru 
(n=106) 
Shopping 
(n=38) 
Scenic driving 54% 64% 51% 31% 
Recreational shopping 46% 57% 26% 74% 
Car / RV camping 26% 31% 33% 7% 
Day hiking 21% 32% 7% 3% 
Nature photography 19% 28% 11% 4% 
Wildlife watching 15% 25% 8% 1% 
Gambling 15% 15% 13% 27% 
Visit other historical sites 14% 20% 8% 8% 
Golfing 10% 20% 3% 9% 
Road/tour biking 8% 15% 4% 6% 
Visit Lewis & Clark sites 8% 11% 6% 3% 
Visit museums 7% 12% 3% 9% 
Visit farmers market 7% 11% 3% 7% 
Attend festivals or special events 5% 7% 2% 7% 
Mountain biking 5% 7% 4% 1% 
Visit Indian reservations 3% 7% 1% 2% 
View art exhibits 3% 6%   
Motorboating 3% 7% 1% 3% 
Birding 3% 5% - - 
Canoeing/kayaking 3% 8% - - 
Fishing/fly fishing 3% 4% - - 
Sporting event 2% 4% 1% - 
OHV/ATV 2% 4% 1% - 
River rafting/floating 1% 3% - - 
Geocaching 1% 1% 1% - 
Skiing/snowboarding 1% 3% - - 
Attend performing arts 1% 2% 1% - 
Cross country skiing 1% 2% - - 
Snowshoeing 1% 2% - - 
Attended wedding <1% <1% - - 
Rockhounding <1% 1% - - 
Backpacking <1% 1% - - 
Snowmobiling <1% - 1% - 
Follow Dinosaur Trail <1% - - 2% 
Hunting <1% <1% - - 
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Figure 11 – Montana Activities Participated in by Canadian Travelers, 2014 
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Table 15 and Figure 12 show the frequency with which Canadian travelers indicate visiting various sites 
in Montana. Note the smaller sample sizes for this information and the exclusion of shoppers; fewer 
respondents provided answers for this section of the survey than for other sections. Nonetheless, 
Glacier and Yellowstone national parks are popular among Canadian travelers, as are other Montana 
state parks. 
 
Table 15 – Montana Sites Visited by Canadian Travelers, 2014 
Sites Visited 
All Canadians 
(n=125) 
Vacationers 
(n=67) 
Passing Thru 
(n=34) 
Glacier National Park 48% 57% 27% 
Yellowstone National Park 27% 36% 23% 
Other Montana state parks 19% 19% 12% 
Flathead Lake State Parks 14% 18% 4% 
Hot springs 10% 12% 5% 
Little Bighorn Battlefield 9% 4% 10% 
Grizzly & Wolf Discovery Center, 
West Yellowstone 7% 14% - 
Lewis & Clark Interpretive Center, 
Great Falls 7% 11% 3% 
National Bison Range 6% 6% 3% 
Ghost towns 5% 8% 3% 
Fort Peck Lake 5% 7% 5% 
C.M. Russell Museum, Great Falls 4% 5% 4% 
Museum of the Rockies, Bozeman 4% 5% 3% 
Bob Marshall Wilderness Complex 4% 6% - 
Virginia City/Nevada City 3% 7% - 
Rocky Mountain Elk Foundation 3% 5% - 
C.M. Russell National Wildlife Refuge 3% 5% <1% 
Ft. Peck Interpretive Center & 
Museum 3% 5% - 
Big Hole Battlefield 2% - - 
Montana Historical Museum, Helena 2% 2% 3% 
Clark Canyon Reservoir 2% - 5% 
Lewis & Clark Caverns State Park 2% 3% - 
Lolo Pass Interpretive Center 1% 1% 2% 
Pompey's Pillar 1% 1% 3% 
Bighorn Canyon Nat'l Recreation 
Area 1% 1% 3% 
Missouri River Breaks Nat'l 
Monument 1% <1% 3% 
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Figure 12 – Montana Sites Visited by Canadian Travelers, 2014 
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Location of Nights Spent in Montana 
When Canadians spend nights in Montana, they spend them in hotels more so than other types of 
accommodations (46% for all Canadians).  Nights spent in private campgrounds are the second most 
common type of accommodation used (18% for all Canadians). Eighteen percent of nights spent in 
Montana by Canadian vacationers are spent in a second home, cabin or condominium.  
 
 
 
Figure 13 – Percent of Nights Spent by Canadians in Various Accommodation Types, 2014 
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Figure 14 – Montana’s Travel Regions 
 
 
Figure 15 – Percent of Nights Spent by Canadians in the Six Montana Travel Regions 
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Demographic & Other Information 
The following figures present demographic information about Canadian travelers, as well as their 
responses to several other general questions asked on the Nonresident Travel Survey. As Figure 16 
illustrates, there is not much difference in the average age of Canadian respondents to the survey 
regardless of the main purpose of their trip. In regards to household income, it is not surprising that 
those traveling for vacation are the travelers with the highest representation in the upper income levels 
($100,000 or greater) (Figure 17).  
 
Figure 16 – Average Age of Canadian Travelers, 2014 
 
 
 
Figure 17 – Canadian Travelers’ Household Income Levels, 2014 
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The split between male and female respondents did not vary greatly depending on main purpose of trip, 
with male respondents making up a larger portion of the sample than female respondents across the 
board. (Figure 18) 
 
Figure 18 - Canadian Travelers' Gender, 2014 
 
 
Figure 19 displays the percentage of groups with one or more group members in the listed age 
categories. The 55-64 age group is most commonly a part of travel groups for vacationers and shoppers, 
as well as all Canadians, overall. For those just passing through Montana, the 65-74 year old age group is 
most common, likely because of the prevalence of “snow birds” among pass-through travelers. Likewise, 
the youngest age groups (0-17 years) are rarely a part of pass-through travel groups, likely for the same 
reason.  
 
Figure 19 – Age Groups Included in Canadian Travel Groups, 2014 
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Respondents are asked whether they flew on a commercial air carrier for any portion of the trip during 
which they participated in ITRR’s survey. It seems that those Canadians passing through Montana are 
most likely to have flown on some part of their trip.  
  
Figure 20 – Canadian Travelers Who Flew on a Portion of Their Trip, 2014 
 
 
As Figure 21 shows, the percent of Canadians who hired an outfitter or guide in Montana during their 
trip was very small, with just one percent of vacationers indicating having done so. None of the pass-
through or shopping travelers included in the sample had hired an outfitter or guide in 2014. 
 
Figure 21 –Canadian Travelers Who Hired an Outfitter or Guide in Montana, 2014 
 
 
A significant portion of Canadian vacationers own a second property in Montana, as Figure 22 indicates. 
Overall, eight percent of Canadians own a second home, cabin or condominium.  
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Figure 22 – Canadian Travelers Who Own a Second Property in Montana, 2014 
 
 
Many Canadian travelers plan to return to Montana within two years of participating in the Nonresident 
Travel Survey (Figure 23). Bearing in mind the small sample size, all 49 respondents (100%) within the 
Canadian shopping segment indicated that a return trip within the near future is something they plan 
on.  At the time this report was written, however, the value of the Canadian dollar had been dropping, 
which likely means fewer Canadians coming to Montana to shop. With that said, however, many 
Canadians traveling for all purposes indicate an intention to return to Montana soon. 
 
Figure 23 – Canadian Travelers Planning to Return to Montana within Two Years, 2014 
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Comparison of Canadian Travelers to Domestic Travelers 
 
In this appendix, readers will find tables and figures presenting side-by-side comparisons of Canadian 
travelers to domestic travelers. In the 2014 Nonresident Travel Survey, 14 percent of the overall sample 
is made up of Canadians (n=1,605), while 84 percent is domestic travelers (n=9,446). The remaining two 
percent is other international travelers (n=234). 
 
Trip Purpose & Residence 
There was quite a difference in percentage of Canadian and domestic travelers in Montana primarily just 
to pass through (42% and 27%, respectively).  The percentage of Canadian and domestic vacationers to 
Montana were not significantly different (32% and 34%, respectively).  Canada has a greater percentage 
of travelers whose primary trip purpose is shopping (15%) when compared to domestic visitors who 
indicated shopping (1%) as their main purpose.  Domestic visitors showed greater percentages of both 
business travelers (16%) and those visiting friends and relatives (18%) than Canadians, of whom two 
percent were business travelers and five percent were visiting friends and relatives.   
 
Figure 24 – Main Purpose of Trip for Canadian and Domestic Travelers, 2014 
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Figure 25 – Residence of Canadian and Domestic Travelers to Montana, 2014 
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Group and Trip Characteristics 
Average group size of Canadian and domestic travel groups are not very different from one another, but, 
as Figure 26 shows, the domestic traveler average length of stay in Montana is quite a bit longer than 
the average Canadian length of stay. This is likely related to the high percentage of Canadians who are 
passing through Montana.  
Travel group types among Canadian and domestic travelers follow a similar distribution pattern, though 
domestic travelers are more often traveling alone, and Canadians are more often traveling as a couple. 
(Figure 27)  
 
Figure 26 – Average Length of Stay and Group Size for Canadian and Domestic Travelers, 2014 
 
 
Figure 27 – Travel Group Types for Canadian and Domestic Travelers, 2014 
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Figure 28 – Average Length of Stay in Montana and Average Travel Group Size for Canadian and Domestic Travelers, 2014  
 
 
Attractions to Montana 
Travelers who indicate that vacation is one of their reasons for being in Montana are asked what 
attracted them to the state. When comparing what attracted Canadians to Montana versus domestic 
visitors, Canadians identified more with open space/uncrowded areas as an attraction than did domestic 
visitors (61% and 49% respectively).  Canadians were less attracted to the mountains/forests compared 
with domestic visitors (63% and 67%, respectively).  Overall, the percentage of Canadians who indicated 
being attracted to Montana for the various attributes listed on the survey was lower than for domestic 
visitors. This may be due to the larger proportion of Canadians who are just passing through and do not 
identify as much with vacationing; vacationing may be one of the reasons they’re traveling in Montana, 
but perhaps not the main reason.     
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Table 16 – Comparison of Attractions to Montana for Canadian and Domestic Travelers, 2014 
What attracted you to Montana? Canada Domestic 
Mountains/forests 63% 67% 
Open space/uncrowded areas 61% 49% 
Lakes 39% 34% 
Glacier National Park 33% 40% 
Rivers 31% 48% 
Yellowstone National Park 20% 50% 
Wildlife 18% 38% 
Other Montana history & culture 16% 10% 
Lewis & Clark history 14% 15% 
Native American history & culture 13% 12% 
Family/friends 12% 28% 
Northern Great Plains/Badlands 12% 9% 
Skiing/snowboarding 9% 6% 
Fishing 9% 17% 
Resort/guest ranch 8% 4% 
Special events 8% 6% 
A Montana State Park 3% 5% 
Snowmobiling 3% 2% 
Hunting 2% 7% 
 
Open space/uncrowded areas was the leading primary attraction that drew in Canadian visitors to 
Montana in 2014. There were 72 (27%) Canadians that indicated open space/uncrowded areas as their 
primary attraction.  Domestic travelers to Montana indicated Glacier National Park as their primary 
attraction to Montana (371 visitors or 23%). 
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Figure 29 – Primary Attraction to Montana for Canadian and Domestic Travelers, 2014 
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it comes to sources of information used for trip planning visits.  One noticeable difference was the use 
of national park information, where only eight percent of Canadians and 24 percent of domestic visitors 
indicated using a national park source.  The difference in national park sources could be attributed to 
the high number of Canadians who are just passing through rather than on vacation in Montana. 
 
Table 17 – Sources Used for Pre-trip Planning by Canadians and Domestic Travelers, 2014 
Trip Planning Source (Prior to Visit) Canada Domestic 
Search engine 36% 35% 
Used no sources 34% 32% 
Other   16% 17% 
Automobile club (i.e., AAA) 15% 9% 
Other travel websites 10% 10% 
Official MT website 10% 9% 
National Park brochure/book/website 8% 24% 
Info. from private business 8% 6% 
Magazine/newspaper articles 6% 5% 
Consumer online reviews 6% 6% 
Official MT Guidebook magazine 6% 6% 
Mobile Apps 6% 8% 
Chamber/visitor bureau 4% 4% 
Social media (e.g., Facebook) 4% 4% 
Guide book (not auto club book) 3% 5% 
State Park brochure/website 3% 4% 
Information from special events 3% 2% 
Montana advertising campaign 2% 2% 
Professional online travel reviews 1% 2% 
On-line video (i.e., YouTube) 1% 2% 
 
 
The three most useful sources of information used by Canadian visitors for Montana trip planning 
included search engines (22%), a source other than those listed on the survey (10%), and automobile 
club (9%).  The three most useful trip planning sources according to  domestic visitors to Montana 
included search engines (21%), a source other than those listed (1%), and national park 
brochures/books/websites (10%).  With that said, however, the majority of both Canadian and domestic 
visitors, about one third each, indicated using no sources to plan their time in Montana (34% and 32% 
respectively). 
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Figure 30 – Most Useful Source for Pre-Trip Planning Used by Canadian and Domestic Travelers, 2014 
 
 
 
Trip Planning Sources While in Montana 
 Both Canadian (38%) and domestic (40%) visitors most frequently indicated map applications 
(i.e. Google Maps) as a trip planning source that they used while in Montana.  Canadians were more 
likely to use a motel/restaurant/gas station employee for information than domestic visitors (30% and 
22%, respectively).  Domestic visitors were slightly more likely to use a brochure information rack than 
Canadians (27% and 24%, respectively). 
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Table 18 – Sources of Information Used by Canadian and Domestic Travelers While in Montana, 2014 
Trip Planning Sources (While in Montana) Canada Domestic 
Map applications (i.e., Google Maps) 38% 40% 
Official highway information signs 31% 25% 
Motel/restaurant/gas station employee 30% 22% 
Brochure information rack 24% 27% 
Mobile Apps 15% 23% 
Visitor information center staff 14% 25% 
Billboards 13% 10% 
Official MT Guidebook Magazine 11% 9% 
Consumer online reviews (i.e., TripAdvisor) 11% 10% 
Social media (i.e., Facebook) 6% 5% 
Guide book (i.e., Frommer's, Lonely Planet) 4% 6% 
Official MT website (VisitMT.com) 4% 6% 
 
The top three primary trip planning sources used while in Montana for Canadians were map 
applications (23%), motel/restaurant/gas station employee (17%), and official highway information signs 
(12%).  The top three primary trip planning sources used while in Montana by domestic visitors were 
map applications (22%), mobile apps (14%), and visitor information center Staff (14%).   
 
Figure 31 – Most Useful Source of Information for Canadian and Domestic Travelers While in Montana, 2014 
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Wireless Technology 
 Visitors were asked whether or not they brought wireless technology (e.g., smartphone, laptop, 
or tablet) with them on their trip in Montana.  Results indicate that Canadian (88%) and domestic (91%) 
visitors brought their wireless technology with them with similar frequency.  
  
Figure 32 - Wireless Technology by Canadian and Domestic Visitors in 2014 
 
 
Uses of Wireless Technology 
 Of those visitors who did bring wireless technology, Tables 19 and 20 indicate the frequency 
with which their wireless technology was used for various purposes during their trip in Montana.  The 
results show that Canadians more often selected ‘Never’ than did domestic visitors for all of the 
variables measured.  Overall, domestic visitors tend to use their wireless technology more frequently in 
Montana than Canadians do. What is not clear from these results is whether the differences displayed in 
Tables 19 and 20 is due to lack of available cellular service in Montana, potential international usage 
fees for Canadians, or simply less need or interest in using wireless technology for the purposes listed. 
 
Table 19 - Technology Uses by Canadian Visitors in 2014 
Technology Uses Always Frequently Sometimes Never 
Directions/maps 22% 20% 24% 33% 
Weather 22% 24% 23% 31% 
Lodging availability 17% 12% 11% 60% 
Road conditions 12% 18% 15% 56% 
Price comparison 10% 10% 15% 65% 
Restaurants 10% 20% 22% 48% 
Ratings and reviews 9% 11% 18% 63% 
Shopping opportunities 7% 12% 25% 56% 
Hours of operation 7% 15% 20% 58% 
Road opening/closing 6% 13% 11% 70% 
Camping availability 5% 7% 8% 81% 
Activities to do 4% 9% 17% 69% 
Attractions to visit 4% 16% 15% 65% 
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Table 20 - Technology Uses by Domestic Visitors in 2014 
Technology Uses Always Frequently Sometimes Never 
Directions/maps 31% 27% 19% 24% 
Weather 28% 32% 18% 22% 
Lodging availability 18% 13% 14% 55% 
Road conditions 12% 13% 19% 55% 
Price comparison 11% 9% 15% 66% 
Restaurants 14% 20% 27% 39% 
Ratings and reviews 10% 16% 16% 58% 
Shopping opportunities 7% 9% 18% 66% 
Hours of operation 10% 14% 20% 55% 
Road opening/closing 10% 10% 17% 63% 
Camping availability 7% 7% 7% 79% 
Activities to do 10% 13% 18% 59% 
Attractions to visit 10% 17% 21% 52% 
 
 
 
Activities 
 The top three activities that Canadians participate in during their visit to Montana include Scenic 
Driving (54%), Recreational Shopping (46%) and Car/RV Camping (26%).  Domestic visitors to Montana 
primarily participated in Scenic Driving (67%), Day Hiking (40%), and Wildlife Watching (39%). 
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Table 21 - Activities Participated in by Canadian and Domestic Visitors in 2014 
Activity Canada Domestic 
Scenic driving 54% 67% 
Recreational shopping 46% 32% 
Car / RV camping 26% 24% 
Day hiking 21% 40% 
Nature photography 19% 38% 
Wildlife watching 15% 39% 
Gambling 15% 8% 
Visit other historical sites 14% 23% 
Golfing 10% 3% 
Road/tour biking 8% 5% 
Visit Lewis & Clark sites 8% 12% 
Visit museums 7% 17% 
Visit farmers market 7% 7% 
Attend festivals or special events 5% 9% 
Mountain biking 5% 2% 
Visit Indian reservations 3% 6% 
View art exhibits 3% 6% 
Motorboating 3% 3% 
Birding 3% 6% 
Canoeing/kayaking 3% 4% 
Fishing/fly fishing 3% 13% 
Sporting event 2% 3% 
OHV/ATV 2% 1% 
River rafting/floating 1% 5% 
Geocaching 1% 1% 
Skiing/snowboarding 1% 3% 
Attend performing arts 1% 3% 
Cross country skiing 1% 1% 
Snowshoeing 1% 1% 
Attended wedding 0% 2% 
Rockhounding 0% 2% 
Backpacking 0% 4% 
Snowmobiling 0% 1% 
Follow Dinosaur Trail 0% 1% 
Hunting 0% 4% 
Horseback riding 0% 4% 
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Sites Visited 
The top five sites visited by Canadian and domestic travelers were the same, though the sites’ popularity 
among the visitors was not necessarily in the same order. The only key difference was that Canadians 
visited Glacier National Park more than domestic visitors, whereas, domestic travelers visited 
Yellowstone more than Canadians.  The sample size for sites visited by Canadian travelers was small and 
the statistics should be viewed with caution. 
 
Table 22 - Sites Visited by Canadian and Domestic Visitors in 2014 
Sites Visited Canada Domestic 
Glacier National Park 48% 39% 
Yellowstone National Park 27% 54% 
Other Montana state parks 19% 16% 
Flathead Lake State Parks 14% 10% 
Hot springs 10% 12% 
Little Bighorn Battlefield 9% 11% 
Grizzly & Wolf Discovery Center, West Yellowstone 7% 8% 
Lewis & Clark Interpretive Center, Great Falls 7% 5% 
National Bison Range 6% 6% 
Ghost towns 5% 5% 
Fort Peck Lake 5% 2% 
C.M. Russell Museum, Great Falls 4% 3% 
Museum of the Rockies, Bozeman 4% 6% 
Bob Marshall Wilderness Complex 4% 2% 
Virginia City/Nevada City 3% 7% 
Rocky Mountain Elk Foundation 3% 3% 
C.M. Russell National Wildlife Refuge 3% 2% 
Ft. Peck Interpretive Center & Museum 3% 1% 
Big Hole Battlefield 2% 3% 
Montana Historical Museum, Helena 2% 1% 
Clark Canyon Reservoir 2% 2% 
Lewis & Clark Caverns State Park 2% 3% 
Lolo Pass Interpretive Center 1% 5% 
Pompey's Pillar 1% 3% 
Bighorn Canyon Nat'l Recreation Area 1% 2% 
Missouri River Breaks Nat'l Monument 1% 1% 
Missouri Headwaters State Park 0% 2% 
  
The top five sites visited by Canadian and domestic travelers were the same, though the sites’ popularity 
among the visitors was not necessarily in the same order. The only key difference was that Canadians 
visited Glacier National Park more than domestic visitors, whereas, domestic travelers visited 
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Yellowstone more than Canadians.  The sample size for sites visited by Canadian travelers was small and 
the statistics should be viewed with caution. 
 
Nights Spent in Montana 
Of the nights spent in Montana by Canadian travelers, shown in figure 33, nearly half were spent in a 
hotel or motel, and nearly 20 percent were spent in a private campground. Many more of the nights 
spent by domestic travelers were at the home of a friend or relative as compared to nights spent by 
Canadians.  Figure 34 shows a comparison of what percentage of nights were spent in the six travel 
regions by Canadian and domestic travelers. 
 
Figure 33 – Percent of Nights Spent by Canadian and Domestic Travelers in Various Accommodation Types, 2014 
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Figure 34 - Percent of Nights Spent by Canadian and Domestic Travelers in the Six Montana Travel Regions 
 
Demographics 
Respondent Age 
 There is no significant difference in the average age of Canadian (56.7 years) and domestic 
visitors (55.0 years) to Montana in 2014.   
Gender 
 The gender of Canadian and domestic visitors was also fairly similar.  The sample of Canadian 
visitors was slightly more male (59% male/41% female) than domestic visitors (57% male/43% female).   
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Figure 35 - Gender and Mean Age of Canadian and Domestic Visitors in 2014 
 
 
Income 
 The incomes (in U.S. dollars) of Canadian and domestic visitors were very similar. The largest 
differences in household income are within the $50,000 to less than $75,000 range (3% more domestic 
visitors in this range) and the $150,000 to less than $200,000 range (3% more Canadians in this range). 
 
Figure 36 - Household Income Levels of Canadian and Domestic Visitors in 2014 
 
 
Age Groups 
The age groups that make up Canadian and domestic travel parties tend to be very similar, with the 55-
64 year-old age group being a part of the most travel parties. The youngest age categories are least 
common among both Canadian and domestic traveler groups. 
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Figure 37 – Age Groups Included in Travel Party for Canadian and Domestic Visitors, 2014 
 
Miscellaneous 
Slightly fewer domestic (85%) than Canadians (91%) visitors indicated that they intend to return to 
Montana again in the next two years. Flying on a commercial air carrier during some portion of their trip 
was more common for domestic visitors (21%) than Canadians (9%).  Eight percent of Canadian visitors 
own a second property in Montana, compared to five percent of domestic visitors.  More domestic 
visitors (5%) hired an outfitter or guide during their trip than Canadian visitors (1%). 
 
Figure 38 - Miscellaneous Questions asked to Canadian and Domestic Visitors in 2014 
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